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This dissertation was written as part of the MSc in e-Business and Digital Marketing 
at the International Hellenic University.  
Purpose - In today’s dubious financial environment, it is imperative to make decisions 
that are based in facts. Considering the rapid adoption of social media among 
customers and organizations the main objective of the current study is to uncover the 
influence of personality traits (introversion – extroversion) as an inborn factor on 
consumers’ social media use and impulsive buying tendency. Second, this study seeks 
to find diverse behaviors that enhance a consumer’s probability to make an impulse 
purchase.  
Design/methodology/approach - Data were collected from social media users with 
the help of an online questionnaire. As a result of the literature review, research 
questions are proposed and inspected through an online self-administered 
questionnaire with 270 substantial responses. The questionnaire incorporates a brief 
personality test (Mccroskey, 2007) questions that measure social media use (Chu & 
Kim, 2011) and a scale for measuring impulsive buying tendency (Rook & Fisher, 1995). 
Findings – The main findings presented in this paper have confirmed that extroversion 
has a positive relationship with impulsive buying tendency. In addition, it was found 
that the time spend on social media does not relate with the levels of introversion – 
extroversion and impulsive buying tendency. Coupled with, it was found impulsive 
buying tendency does not depend on annual net income.  
Originality/Value – This research stands unique itself. The comprehensive framework 
for knowledge is innovative in its approach as it combines all the three above-
mentioned measurements in the same study. This research is cruial for academia and 
managers with relevant recommendations to awaken impulse buying as well as to 
augment policy makers with practical tools.  
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The enormous growth of the Internet usage since the 1990’s has changed the 
way individuals live, work, meet and associate with each other. Web and particularly 
social media have gotten to be a major part of everyday life, for most individuals in 
the developed world (Hanifi, 2015). The Internet that we know today has come about, 
not as a substitute for the real world, but as a part of our present culture, and this is 
only the beginning (Daniel Miller & Don Slater, 2000). 
Compared to web 1.0, web 2.0 has become interactive and autonomous. Users 
are no longer passive and just accepting information, but prefer to be involved in 
social networks, becoming information producers, publishers, communicators and 
distributors. Taking after the fast development of Web 2.0, online shopping has also 
become a big part of modern life (Fagerstrøm & Ghinea, 2010) as consumer spending 
is a major economic measurement. 
In addition, social media are also used for business activities and are termed 
as social commerce or social shopping (Liang & Turban, 2011). Social commerce is yet 
another extension of e-commerce (Stephen & Toubia, 2010) and it is a blend of social 
media and e-commerce because it combines all sorts of commercial activities by 
misusing online social capital in social media (Liang & Turban, 2011; Tskhay & Rule, 
2013; Hinds & Joinson, 2019). 
Much research concentrated on recognizing and characterizing customer 
behavior on social media, due to its significance. A number of surveys have found 
social media utilization patterns among diverse users and have researched the 
forecast of personality characteristics from digital impressions (Azucar et al., 2018). 
In order to understand the way social media influence people’s behavior, it is 
vital to take into account the uniqueness of the individuals utilizing them. After all, like 
the great German writer and statesman Goethe said, “Behavior is like a mirror where 
everyone reflects their image” (Johann Wolfgang von Goethe in Ajzen, 2005). 
An analysis by (Turkyilmaz et al., 2015) says that, personality traits also 
influence individuals’ tendency to impulsively buy online. In particular, according to 
the study, extroversion has positive effects on online impulsive buying. It is in the 
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extroverts’ nature to be social, active and excitement seekers, which makes them 
more prone to impulsive buying than introverts. 
Likewise, investigating this aspect from a personality viewpoint will provide 
helpful observations. Extroversion and introversion are distinguishable personality 
characteristics that can be used by marketers to divide consumers. Marketers will 
ground their segmentation on psychological factors, such as personal aspirations, 
motives and behaviors linked to those characteristics (Heinonen, 2011). They may also 
devise various marketing communication campaigns that either caters to extroverts 
or introverts. 
 Dhar and Jha (2014) observed how introversion and extroversion could affect 
customers’ online purchasing decision. Results showed that extroverts have a greater 
involvement on social media sites due to their more social personality. Thus, 
marketers should target primarily individuals with extrovert personality increasing in 
such way the possibility to buy their products. Seidman (2013) also supports that 
social media associate with extroversion. 
Typical behavior on social media on the other hand, includes general behavior 
in usage, behavior in content creation and behavior in content consumption (Jones et 
al., 2004; Preece et al., 2004; Joyce & Kraut, 2006; Shao, 2009). For marketers, the 
message is straightforward; surviving within the age of the well-informed client 
requires less reliance on conventional mass-marketing strategies and utilization of the 
role of analytics from social media. 
This is why, behavioral analytics could be beneficial, as it is a science that looks 
at what consumers are doing online, how they are acting and reacting in content and 
how they are responding on various platforms and devices (Verma & Agrawal, 2016). 
Leading marketers will use this data to form strategies for social media marketing and 
to provide better customer experience. 
Overall, for a business to reach its full potential it is important to understand 
their audience's attitudes and behavior. As a result, finding how the audience acts is 
becoming significant (Macintosh, 2007). User information collected on social media 
platforms enables marketers to better understand customer behavior, target 
audience, and commitment. 
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Thus, in this research we explore the correlation between social media use, 
social media behavior and intention for impulsive purchases. This study attempts to 
fulfill knowledge gaps in the social media literature and help both digital marketers 
and policy makers by (1) exploring social media behaviors based on different 
personality traits (introversion-extroversion), (2) investigating if introverted and 
extroverted personalities engage on social media in the same way (3) examining 
differences in intention for impulse purchases among these behaviors. 
To start with this study, academic journals and research papers will be 
examined and consulted in arrange to formalize and structure literature review. After 
that, hypothesis and research questions will be developed according to the problem 
statement; this will assist in set the methodology of the research and collecting the 
data. This research is based on immediate and secondary data, immediate data will 
be accumulated by means of online survey on which further analysis will be developed 
and the secondary data will be based on journal articles and research papers. The 
collected data will be at that point analyzed with the assistance of a statistical tool 
(IBM SPSS). This will evoke insights in the form of correlation, validity, reliability and 
the significance of the data. At the conclusion of the study, suggestions will be drawn, 
and a conclusion will be stated. 
User’s personality characteristics such as extroversion–introversion may play 
a significant part in Social Media. Nonetheless, research studies’ analysis of the effect 
of these personality characteristics is still relatively low and inadequate attention has 
been given. Additionally, there is no previous research to examine both the role of 
personality traits (introversion - extroversion) on social media use and on impulsive 
buying tendency. So, it is assumed that this study is the first to focus on the 
relationship between personality traits (introversion – extroversion) and how it can 
be linked with social media use and impulsive buying tendency. It is interesting, since 
none research ever combine all these measures and further more to examine whether 
the findings from my literature review can be found also in a Greek sample.  
With the aspiration to fill this gap, this study investigates the users’ behavior 
and answers principal research questions: “Which personality engages more on social 
media and how?” “What kind of users, extroverts or introverts are more prone to 
impulse buying?”, “Does income play a significant role on impulsive buying tendency 
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and social media use?”, “Is there a link between social media use and impulsive buying 
tendency?”. Particularly, it examines the influential role of extroversion–introversion 
on social media as a key personality trait in driving customers to impulse buying 
behavior. 
Online retailers, marketers and policy makers have to take into consideration 
such results in order to protect or plan a strategy that affects more those who are 
more prone to online impulsive buying. Ultimately, personality characteristics ought 
to be taken under consideration in order for a firm or organization to urge consumers’ 
online impulse buying. 
Based on the below literature review, following hypotheses were formulated:  
▪ There is a correlation between impulsive buying tendency and levels of 
introversion-extroversion. 
▪ There is a correlation between the time someone spends on social media and 
the levels of introversion-extroversion 
▪ There is a correlation between frequency of posting on social media and levels 
of introversion-extroversion. 
▪ There is a correlation between the annual net income and the time someone 
spends daily on social media. 
▪ There is a correlation between the annual net income and the impulsive buying 
tendency. 
▪ There is a correlation between impulsive buying tendency and the time 
someone spends on social media. 
 
These hypotheses are exploring how personalities are linked to social media use and 
impulse buying tendency. The insights from this study can effectively and efficiently 
exploit by digital marketers and policy makers to better understand the potential 




 2.0 Theoretical Background and Previous Research 
 
Within the dynamic marketing setting, the role of the Internet and especially 
the role of Social Media have changed the control structures in the commerce  (Kim 
et al., 2008; Steinfield, C., Ellison, N., Lampe, C., and Vitak, 2012). A short amount of 
past research has found that personalities may affect social media use and therefore 
social media behavior (Hall, 2005). This is due to the fact that people are very diverse 
and characterized by personalities that may influence their behavior on Social Media 
as well (Pornsakulvanich et al., 2008). 
Social Media have ended up progressively well known amid the final two 
decades. They appeared and have developed dramatically, leading to an impressive 
change in the use of the Internet. From simply searching information and viewing web 
pages to building social relationships and buying goods online (Goyal, 2012). Social 
Media such as Facebook, Instagram, Twitter and YouTube are aimed at making friends, 
sharing information, recommending merchandise, expressing opinions and 
generating influence (Kietzmann et al., 2012).  
Meanwhile, shopping has been gradually moving from in store to an online 
environment in the recent years (Chiang & Dholakia, 2003). Consumers use the 
Internet to search product features, compare prices and then buy online merchants' 
goods (Chiang & Dholakia, 2003). Much research concentrated on recognizing and 
characterizing customer behavior, due to its significance. When we understand the 
factors that influence consumer behavior, this information can be utilized to estimate 
future purchases (Harald et al., 2013).  
Published studies also validate these findings. A report by Stelzner (2009) 
recognized numerous benefits of social media marketing; 81% of the companies 
surveyed indicate that their social media activities provoke more brand awareness, 
61% of them observed increased customer activity and 45% of the firms reported 
reduced marketing costs.  
Additionally, accentuation on worldwide development and the broad 
utilization of technology in marketing, advertisement and promotion has driven to 
changes within the way businesses concentrate on clients (Jocz & Quelch, 2008). 
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Market analysts and companies have spent billions of dollars on consumer 
research to distinguish key components that affect consumer decision-making. Thapa 
states that consumer behavior analysis is effective in detecting consumer behavioral 
direction (Thapa, 2012).  
Thus, with the growing relevancy of Social Media and online shopping, a more 
profound understanding of impulse buying tendency on the Internet from the point 
of personal traits is crucial (Floh & Madlberger, 2013) 
Morinez et al. (2007) describes intention to purchase as a circumstance in 
which consumers choose to buy a certain item beneath certain conditions. Whereas, 
impulsive buying is the tendency of a customer to purchase goods and services 
without planning first (Clover, 1950; Stern, 1962; Abratt & Goodey, 1990). Ghosh 
(1990) additionally notes that intention to buy is an imperative method for foreseeing 
purchasing process. However, the intention to purchase can change with the influence 
of price or perceived quality and value. 
Furthermore, customers are affected during the procurement process by 
internal (personal traits) or external (website quality) factors (Gogoi, 2013). Before 
deciding to buy the product, analysts proposed six stages: information, knowledge, 
interest, desire, persuasion, and purchase  (Armstrong, G Kotler, 2010; Kawa et al., 
2013). 
Nowadays, online shopping has rapidly boomed in popularity, becoming the 
first choice for many consumers when they intend to purchase products, since they 
provide better services (Sanayei et al., 2016). 
Subsequently, utilizing social media provides a tremendous opportunity to the 
companies to be closer to their potential customers, interacting directly with them 
and taking feedback to boost their sales. This increase in social media usage has forced 
organizations to incorporate a much more active social media presence, while trying 
to understand the online behavior of the consumers through analytics (Jansen et al., 
2009). 
Along with, advertising and promotion primarily concentrate on the 
psychological, emotional and social variables that affect customer behaviors; 
components that need to be incorporated into digital marketing (Jocz & Quelch, 
2008). The right users should be seen as targets for precise marketing strategies.  
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2.1 Social Media Use – Social Media Behavior 
 
Social Media like Facebook, Twitter, Instagram and YouTube are often also 
called by the title of social networking services (Seppänen & Väliverronen, 2012) or 
online social networks (Wilson et al., 2012). However, to avoid confusion and to keep 
the thesis coherent only the term Social Media will be used.  
Social Media or Social Networking Sites have been described as “a group of 
Internet-based applications built on Web 2.0” or intellectual and technical pillars that 
allow user -generated content to be produced and shared (Kaplan & Haenlein, 2010).  
The term social media is not new; everyone these days is familiar with it. It is 
a product of two different scientific fields, sociology and communication science.  
In the communication field, social media are meant to preserve and share data and 
information. They are systems that allow communication between organizations, 
groups or individuals by forming dyadic ties among them Peters et. al, (2013).  
Within the Sociology field, social media refers to platforms, websites, and applications 
that empower users to create and share content with different social users such as 
friends or followers (Pittman & Reich, 2016).  
Social media are utilized for numerous reasons, counting social relationship 
maintenance (communication and interaction), information seeking, and 
documentation (Alhabash & Ma, 2017). 
According to Bechmann and Lomborg (2013) there is a ternary definition of 
social media; (1) social media are deinstitutionalized online platforms, (2) social media 
depend on user-generated content and (3) social media are dynamic and encourage 
two-way interaction.  
Social media also have been classified in many ways depending on the short 
and characteristics (Boyd & Ellison, 2007; Krishnamurthy & Dou, 2008). There are 
various sub-genres, such as blogs (e.g., Business Insider), microblogs (e.g., Twitter, 
Plurk), content-sharing sites (e.g.,YouTube, Instagram), bookmarking sites (e.g., 
Pinterest), and online review sites (e.g., TripAdvisor) (Stoycheff et al., 2017). 
Statista states that there are currently 3.6 billion worldwide users of different 
social media sites, with Facebook to be the first social to outperform 1 billion enrolled 
accounts and 2.6 billion monthly active users. Then YouTube follows with 2 billion, and 
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sixth-ranked is Instagram with 1 billion monthly active users. Meanwhile, TikTok is the 
fastest growing social media platform. The number of social media users is anticipated 
to increase by 2025 to 4.41 billion users (Clement, 2020). 
This tremendous consumer base makes social media not only popular among 
consumers, but also among businesses that utilize social media as a tool for marketing 
communication (Hood and  Day 2014; Yadav & Pathak, 2017). Consumers are looking 
for more grounded impact over their media utilization (Mangold & Faulds, 2009), and 
social media drives them. They also view social media as a trusted source of 
information, especially about products and services, and consumers use it as a 
research tool to inform their buying decisions (Mangold & Faulds, 2009). 
The massive amount of data derived by social media users has provided 
insights into users’ behavior. Shao's (2009) research showed that users’ posting 
behavior displayed distinguishable daily and weekly patterns. 
As reported by Statista, an average user spends about 144 minutes on social 
media per day. Social media usage is constantly increasing; standing at 49% in January 
2020. This figure is expected to grow as emerging markets catch up with other regions 
due to the constant Internet growth and cheap mobile device availability. Indeed, 
much of the global growth of the social media usage is driven by the growing use of 
mobile devices (Clement, 2020). 
The era of social media has changed the conventional marketing strategies 
that used one-way flow of information while promoting a two-way flow of 
communication. When assessing social media as a marketing tool, most researchers 
incorporate both mobile and web-based technologies that concentrate on ways that 
users engage by posting, co-create and generate content (Kohli et al., 2015).  
User engagement is defined as a quality of the user's interaction characterized 
by the profundity of the cognitive, temporal, affective and behavioral investment 
while interacting with a digital system (O’Brien, 2016). Engagement is an evasive 
construct and both researchers and marketers need to better understand and 
conceptualize the estimation in order to exploit the opportunities that arise (Schultz 
& James, 2013).  
Likewise, because of the interactive and co-creative essence of social media, 
engagement measurements such as posts, comments, shares, likes and frequency 
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metrics, need to be evaluated (Barger & Labrecque, 2013) to reach a better 
understanding of users’ behavior. If people differ in how they perceive and the 
conclusions they arrive to, due to their personalities, they may, as a result, show 
corresponding differences in their incentives and behavior. 
Currently some social media researchers emphasize on individuals’ 
motivations for creation or consumption of social media content. Others are focusing 
on personality traits that influence social media behavior. Exploring user motivations 
and personality enables an understanding of the users’ activities and thus, users’ 
social media behavior. Studies exploring those motivations are emerging rapidly. The 
classic users’ gratification approach by Katz et al. (1973) has been the birth of 
exploring Internet usage in general, (Ko et al., 2005) and usage of social media (Shao, 
2009; Stafford et al., 2004). 
Another approach based on the poster-lurker communication behavior, states 
that there are distinctive levels of consumption or creation of social media content. 
Users can either be active contributors or more passive consumers of content (de 
Valck et al., 2009). 
 Shao (2009) explored users’ social media behavior based on their intentions 
and classified them in three groups. There are users that use social media for 
information retrieval and entertainment, for social interaction and community 
development and for self-expression. Shao (2009) also claim that those groups are 
highly interconnected, and users can often belong in more than one group of motives 
simultaneously.  
Moreover, it has been said that users are prone to consume rather than to 
create social media content (Jones et al., 2004; Joyce & Kraut, 2006).  Social media 
users are generally driven by two variables; the desire for belonging and the need for 
self-presentation. The primary need for belonging focuses on cultural and 
demographic factors while the other need for self-portrayal is driven by different 
personality traits (Nadkarni & Hofmann, 2012). 
Rosengren's (1974) theory states that individual differences like personality, 
influences the use of mass media. Additionally many studies have explored how 
personality and social media behavior are linked (Azucar et al., 2018; Hinds & Joinson, 
2019; Tskhay & Rule, 2013).  
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On other thing is that Social media is usually associated with extroversion 
(Seidman), as extroverts likely seek social attention (Paunonen, 2003). 
Identically, Amichai-Hamburger (2002) associates personality constructs with 
social media behavior; people tend to show their true identity in the environment that 
best makes them feel themselves. Extroverts locate their true self in the offline world 
while introverts locate themselves online. However, social media like Facebook is 
designed based on offline relationships where introverts lack social skills (Landers & 
Lounsbury, 2006) and find difficulties in developing them.  
According to Asendorpf and Wilpers (1998) extroversion is positively 
correlated with the frequency of social media use and the number of social 
interactions that an average user engages. Some users are more extroverted and 
express themselves by uploading content and interacting more daily, while 
introverted users act completely differently. Personality is the greatest factor that 
determines social media use. (Tsao & Chang, 2010).  
It must be noted that even though Social Media have indistinguishable 
features and people use many of them synchronously, it is important to know that 
they do not use them in the same way (Hanna et al., 2011). Engagement differs by 
social media platform (Smith et al., 2012). 
Inferentially, with the rising popularity of social media, a better understanding 












2.2 Personality Traits (Introversion - Extroversion)  
 
Personality has been over time a subject of academic discussion and is defined 
as “the dynamic organization within an individual of those psychological systems that 
determine his characteristics behavior and thoughts” (Allport, 1961).  
 Similarly, Roberts and Mroczek (2008) defined personality as an approximately 
abiding combination of an individual’s emotional, attitudinal and behavioral attributes 
that make one particular person unique, and his or her behavior expected to a few 
degree.  
The way people behave online mirrors the way in which they behave offline. 
Hence, personality affects the behavior in online social environments. It is a crucial 
factor in clarifying why people behave the way they do both in real life and online 
(Amichai-Hamburger et. al 2002). In general, past research indicates that people use 
social media as an expansion of their offline selves (Pittman, 2018) and personality 
traits are reflected in people’s communication habits. Accordingly, those who are 
socially active in the “real world” are likely to be socially active online, too (Pittman, 
2018).  
Personality has also been explored in numerous ways and at different levels 
(John & Srivastava, 1999), and there have been many efforts to make a comprehensive 
theory for personalities (Tosun & Lajunen, 2009). However, the study of personality is 
divided into different schools of thought that investigate different aspects. The trait 
theories are one of these schools of thought.  
According to J. G. Carlson (1985) Myers-Briggs Type Indicator, there is a total 
of sixteen possible personality types combining the following states: Introversion vs 
Extroversion – Sensing vs Intuitive – Thinking vs Feeling – Judging vs Perceiving. 
In this study we used a trait theoretical approach on personality and we 
concentrated only on the traits extroversion vs introversion.  
In the trait theory, personality is described as a “set of relatively enduring 
characteristics in a person that influence his or her behavior in a variety of 
environments and situations”. Traits influence emotions, behaviors and thoughts. The 
description “relatively enduring” is used because personality traits can grow during an 
individual's life. (Roberts & Mroczek, 2008).  
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Trait theory can be portrayed as a nomothetic approach, meaning it 
emphasizes the common regularities that can be derived based on information 
collected from big groups in contrast to an idiographic approach that focuses on the 
uniqueness of individual cases (Bem, 1983). 
Theories: 
2.2.1 The Big Five Theory 
The Big Five Theory defines personality in terms of five basic dimensions: 
extroversion, openness to experience, conscientiousness, agreeableness and 
neuroticism. The Big Five Theory has also been tested in different age and cultural 
groups. (Costa & McCrae, 1995). 
2.2.2 The Poor Get Richer Theory 
The poor get richer theory (also known as the social compensation hypothesis) 
contends that, contradictory with extroverts, introverts use Social Media more 
frequently because these platforms eclipse their low social skills. Findings also from 
studies have shown that, compared to extroverts, introverts assessed Social Media to 
be more attractive than conventional communication ways, and they showed 
eagerness to spend more time on them. (Moore & McElroy, 2012; Orr et al., 2009; 
Valkenburg & Peter, 2007) 
2.2.3 The Rich Get Richer Theory Conversely 
The Rich Get Richer Theory Conversely, (also known as the hypothesis of social 
enhancement) indicates that the offline sociability of extroverts may be shifted to 
social media, so that highly extroverted people would gain more from social media 







Psychologist Curl Yung (1923) first described extroverts and introverts. He 
classified these two groups based on where they can find the source of energy. 
Extroverts tend to get energy from the crowd and from the interaction with the 
external environment, while introverts need alone time to recharge their batteries 
from socialization. There is also ambiversion which is somewhere in between the 
extroversion-introversion dimension.  
An extrovert is often described as talkative, sociable, outgoing, gregarious, 
warm, excitement seeking, action oriented, enthusiastic, friendly and helpful. 
However, an introvert is on the opposite dimension. Introverts are characterized as 
inverse of the adjectives used to describe extroverts. Introverts prefer lonely activities 
to social ones, but that does not imply that they are shy. They are seen as more 
reserved and socially detached (Watson & Clark, 1997). 
Many studies have explored the connection between how someone uses social 
media and their personality to better explain the correlation between personality and 
social contamination  (Ryan & Xenos, 2011; Correa et al., 2010; Hughes et al., 2012). 
 Harbaugh (2010) states that extroversion as a personality trait has the greatest 
impact on one’s online behavior when using social media. This is due to the fact that 
extroverted individuals have a tendency to engage with the environment (Amiel & 
Sargent, 2004). Extroverts experience more success in online social interactions than 
introverts, which results in greater social media usage (Harbaugh, 2010). 
 People’s psychological and social backgrounds differ, which can influence how 
and why they use the various media forms to meet their own needs. (Pornsakulvanich 
et al., 2008). While extroverts are being quite social offline and online, introverts may 
be drawn to online social networks as they lack social interactions in their everyday 
life (Liu & LaRose, 2008). Introverted individuals may show a more extroverted 
character when using social media  (Liu & LaRose, 2008). Therefore, both extroverts 
and introverts can and may change their personality traits while interacting online. 
As a result the rise of social media has affected marketing strategies and 
consumers’ decision-making. (Hennig-Thurau et al., 2004; Shankar & Malthouse, 
2007).  Companies use social media to communicate information to diverse and varied 
markets for promotional campaigns, or general entertainment. When creating a 
message on social media, marketers consider among other factors, humor (Evers et 
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al., 2013), truthfulness (Kietzmann et al., 2012), or timeliness (Lee & Ma, 2012), to 
extend the reach of their message. Whereas they may not recognize personality as an 
important factor of influence.  
Specialists must know how to identify and distinguish users with different 
characteristics in order to develop models that accurately capture the various uses 
behavior. Personalities have influenced the way Social Media users interact, share and 
engage (Butt & Phillips, 2008). 
 Pittman (2018) found that extroversion is a positive prognosticator of social 
media use and those who tend to be extroverts use social media more frequently. On 
the contrary, introverts are typically less social and quieter and shyer (Costa & McCrae, 
1995). Thus, these two different personalities end in different online behavior. 
A recent study also found signs that introverts are more likely engage 
with online friends compared to extroverts, which makes introverts more  
effective in achieving social support (Shen et al., 2015). 
Undoubtedly, extroversion and introversion are distinguishable personality 
characteristics that can be leveraged by marketers to segment their target audience 
more. For example, they can base their segmentation on psychological variables, such 
as personal desires, motives and behaviors linked to those characteristics. They may 
also devise various marketing communication campaigns that either caters to 














2.3 Impulse Purchase Behavior 
 
The importance of impulse purchases in the economic world is well famous 
(Verplanken & Sato, 2011). According to Invespcro.com (Khalid, 2019), 40% of all the 
money spent on e-commerce is coming from impulse purchases.  
Thereupon, impulse buying personas are the “holy grail “of marketers.   
Even marketers that thrive on traditional retail market and planned purchases, 
see the impulse purchases as an opportunity to acquire customers.  
Stern (1962) classifies the act of purchasing as planned, unplanned or impulsive. 
Planned purchase behavior involves a time-consuming search followed by a logical 
decision. Unplanned purchases refer to all purchases made without earlier planning 
and incorporates impulse purchases; the differentiation comes by the speed of the 
decision that happens before the action.  
Around the 90s researchers started to investigate behavioral dimensions of 
impulse buying and they appear to acknowledge that impulse purchases contain a 
hedonic or affective element (Cobb & Hoyer, 1986; Rook & Fisher, 1995; Rook, 1987; 
Weinberg & Gottwald, 1982). Hence, a definition from (Rook, p.191 1987) has 
developed:  
 
“Impulse buying occurs when a consumer experiences a sudden, often powerful and 
persistent urge to buy something immediately. The impulse to buy is hedonically 
complex and may stimulate emotional conflict. Also, impulse buying is prone to occur 
with diminished regard for its consequences”. 
 
Another definition is that impulsive buying is when one buys a good without 
planning it out in advance (Lo et al., 2016). Also, it has been stated that impulsive 
buying occur when desire is high and can overcome constraints (Youn & Faber, 2000).   
Psychological studies characterize impulse behavior as an indicator of 
immaturity, lack of self-control and reckless attitude  (Levy, 1974; Rook & Fisher, 1995; 
Hayes et al., 1980). 
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Impulse purchase behavior as many studies have reported can be seen not 
only in inexpensive products but also across a broad range of products including 
relatively expensive ones (Rook & Fisher, 1995; Cobb & Hoyer, 1986). 
Ghosh (1990) notes that purpose for purchase is an important technique for 
predicting purchasing process. The intention to purchase can change with the 
influence of different factors. Some people have higher tendency to buy on impulse 
than others. Following this, personality is the greatest factor that determines the 
tendency for impulsive buying behavior (Stephen & Toubia, 2010). 
A study by Turkyilmaz et al. (2015) says that, personality traits influence 
individuals’ tendency to buy impulsively online. The results showed that extroversion 
have a positive impact, in comparison with introversion which has negative impact in 
online impulsive purchasing.  
 Tsao and Chang (2010) also supports that personality traits influence 
individuals’ tendency to buy impulsively online. In particular, extroversion according 
to the study has positive effects on online impulsive buying. Extroverts are social by 
nature, active and search for excitement, which makes them more prone to impulsive 
buying than introverts. Personalities that are related with requiring high levels of 
provocation are more likely to buy impulsively to feed their need.  
Consumers are also influenced during the purchasing process by internal or 
external factors (Gogoi, 2013). Before choosing to purchase a product, researchers 
have proposed six stages: information, knowledge, interest, want, persuasion, and 
then are driven to make the purchase (Armstrong & Kotler, 2010; Kawa et al., 2013). 
A survey conducted by Madhavaram and Laverie (2004) reported that online 
retailing made it easier for customers to make impulse purchases. Consumers that 
surfing on the web are continually exposed to products that they might like. Even 
though they are not intentionally looking for them or want to the purchase them, 
these items are only “one click away”. This quickness and comfort0 of completing 
purchases can lead to more impulse buying (Koski, 2004; Dawson & Kim, 2009; 
Koufaris, 2002)  
Another influential factor of impulsive purchases is Social Media. Social media 
stimulate impulsiveness because users are influenced by other users through posts 
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and reviews. Hence, the user buys not because of a need but as reaction to what other 
people are buying (Fan and Gordon, 2014). 
In fact, 65% of social media users express that social media affect their 
shopping journey, and nearly 50% of them claim that social media encourage their 
online purchases (IAB Spain, 2016; PWC, 2016). For all of those reasons, social media 
can be described as a powerful tool to raise impulse buying. 
However, to have an impulse, does not mean that someone will do the 
purchase (Bettman, 1979). Even highly impulsive buyers do not hand over. Various 
factors like disposable income, time pressure and social visibility may suspend the 



















3.0 Method  
 
In this chapter we present the methods that were utilized in this study. To 
begin with, we describe the research setting, data collection methods and the 
research participants. After this we present the scales that were used to measure 
Introversion-Extroversion, Social Media Use and Impulsive Buying Tendency. Finally, 
we present the analysis and the statistical methods that were used to test the 
hypotheses.  
3.1 Research setting  
This research is an empirical study as the discoveries and conclusions made are 
based on data collected with an online questionnaire and formed with the help of 
google docs. This is also a cross-sectional study as the data was gathered at one 
particular point in time from different respondents. Considering the cross-sectional 
nature of this study, the correlations between the variables can be studied but no 
random conclusions can be formed. This in one of the limitations that is going to be 
analyzed further in the limitations section.  
3.2 Data collection method 
The data was collected using an online questionnaire with the help of Google 
docs forms. Additionally, nearly all of the questions in this paper were in a 5-point 
Likert scale or respondents had to choose between multiple choices. 
3.3 Research participants 
The target group of this study was, Greek Social Media users who were over 
18 years old and were speaking English fluently. This is a huge group and it was 
inconceivable to reach out to everybody who belong in this group. It would have been 
perfect if we had been able to contact all potential participants. So, since the size and 
the availability of this group was difficult, the data was collected using other means.  
The participants were enlisted utilizing a combination of convenience and 
snowball sampling methods by using Social Media and word of mouth. An invitation 
to join the study was sent via my personal Social Media accounts (Facebook, 
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Table 1: Outliers detection 
Instagram) and further my friends forward it to their friends for maximum, quick and 
fast exposure.  
The message contained a brief summary of the research, information about 
privacy and a web link for the survey. Everyone who was interested to join the study 
had to confirm that he was fulfilling the requirements and agreed to the privacy terms 
that was stated. All data was handled anonymously and an option to not participate 
in the survey was given securing the protection of participants’ personal data. The 
data was gathered between the 18th and 23d of October 2020. 
The total number of responses was 272, but 270 only agreed to proceed. So, 
270 participants met all the requirements. To determine a good sample size the 
formula of N>50+8m was used (Tabachnick & Fidell, 2013). 
Moreover, reverse questions were used in arrange to check the quality of the 
data. By doing this we intended to eliminate replies in which the respondents had not 
study the questions thoroughly. Additionally, we applied outlier detection for better 
impartiality of our statistical conclusions, and delete the below 4 observations (232, 
240, 260, 266), which have more than 3 occurrences as extreme values in our 
database. After eliminate these responses, the whole number of responses was 266.  
For sections A, B, C & D, extreme values are presented, which are recorded 













Two scales were used to measure Introversion-Extroversion and Impulsive 
Buying Tendency by Mccroskey (2007) and Rook and Fisher (1995) accordingly. For 
social media usage behavior questions were adopted from Chu & Kim (2011). 
 The measures worked as basis for this study and will be introduced more in 
detail later.  However, some of the items were modified to fit the target audience. 
Further, some essential demographic data was possessed like age, gender, income 
level, educational and employment status.  
Sequential to control the integrity of the questionnaire results, aiming to draw 
correct statistical conclusions, it is crucial to proceed to Reliability Analysis. Reliability 
is basically the ability of the questionnaire to give the same results under the same 
conditions. This will be achieved by using the Cronbach Alpha criterion. This index 
takes values in the interval [0, 1]. 0 expresses the lack of reliability, instead 1 is 
interpreted as complete reliability. Values of the index from 0.6 to 0.7, are considered 
as the minimum acceptable limit, values greater than 0.7 or 0.8 are usually considered 
satisfactory. 
In case there is more than one section in a questionnaire, each of which studies 




































Items N of Items 
.612 .619 12 
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.839 .826 9 
 








3.4.1 Introversion Scale 
 
Researchers have developed several ways to measure introversion and 
extroversion. In this study to examine the level of introversion and extroversion, the 
introversion McCroskey scale was used. The question items in this section were drawn 
from the works of Eysenck that had been adjusted by (Mccroskey, 2007). The scale 
has 12 items; each item is measured on a 5-point Likert Scale, rating from 1 (strongly 
disagree) to 5 (strongly agree). The score must be between 12-60 and scores between 
24-48 range were consider “moderate”. Participants scoring below 24 are considered 
as high introverted and participants scoring above 48 are considered highly 
extroverted. The Cronbach Alpha, which is used to see the internal reliability 
consistency is among .80 and .90; it is considered to be a good consistency. Eysenck’s 
theory takes into account both nature and nurture (Fulker D.W., 1981) .  
 
The measure was selected as it has been used in several studies and because of its size 
as we wanted to lower the negative effects of a long questionnaire.   
The 12 items are listed below and 2 of them are reverse coded (*) a=.86 
 
Item 
1. I am inclined to keep in the background on social occasions, * 
2. I like to mix socially with people. 
3. I am inclined to limit my acquaintances to a select few. * 
4. I like to have many social engagements. 
5. I would rate myself as a happy-go-lucky individual. 
6. I can usually let myself go and have a good time at a party. 
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7. I would be very unhappy if I were prevented from making numerous social 
contacts. 
8. I usually take initiative in making new friends. 
9. I like to play pranks upon others. 
10. I am usually a “good mixer”. 
11. I often “have the time of your life” at social affairs. 
12. I derive more satisfaction from social activities than from anything else. 
Response format: 1 strongly disagree; 5= strongly agree 
 

















3.4.2 Social Media Use 
 
The use of Social Media in general was explored to enhance the overall 
understating of user’s behavior. 7 questions were used based on previous researches 
but they were modified in order to fill the purpose of the present study. The questions 
were drawn from the research “Determinants of consumer engagement in electronic 




1. Ηow many social media accounts do you have? 
Response format: 1, 2, 3, 4, 5+ 
2. From the following list, which are the social media that you use in terms of 
frequency? Facebook, Instagram, Twitter, YouTube, TikTok, LinkedIn  
Response format: Never, Rarely, Sometimes, Often, Always 
3. How many times a day do you look at your social media accounts? 
Response format: Not every day, once a day, 2-5 times a day, 5-10 times a day, 10+ 
times a day 
4. How much time do you spend on social media on an average day? 
Response format: Less than 30 minutes, 30-60 minutes, 1-2 hours, 2-3 hours,  
3+ hours 
5. How often do you post on social media? 
Response format: Never, Occasionally, Every few weeks, Weekly, Daily 
6. What activities do you usually do on social media? 
- Updating textual personal information (e.g., status, personal information). 
- Updating visual profile information (e.g., photos, stories, visual content). 
- Reading news feeds, comments. 
- Posting comments. 
- Making new friends. 
- Sending inbox messages or DMs. 
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- Participating in communities/groups. 
Response format: Never, Rarely, Sometimes, Often, Always 
7. What kind of posts do you most often share on social media?  
(Select us many as you want) 
Response format:  
Images/Photos, Music/Videos, Political issues, News, Rumors/Gossip, 
Products/Brands 
 



















3.4.3 Impulsive buying tendency scale 
 
There have been a few endeavors to measure impulsive buying tendency. 
Using the extant literature, a nine-item 5-point Likert-scale will be used for the 
purpose of this research, as we want to measure buying impulsiveness tendency.  
This scale was generated from Rook's Fisher's (1995) and Eysenck et al., (1985) 
scales and is the most robust approach as it has already established their reliability 
and validity. It was used extensively in many papers including the research from Rook 
and Fisher (1995) with the title “Normative influences on impulsive behavior” for the 
journal of consumer research, with 2007 citations.  
 
The 9 items are listed below and 1 of them are reverse coded (*) a= .88 
Item 
1. I often buy things spontaneously. 
2. “just do it” describes the way I buy things. 
3. I often buy things without thinking. 
4. “I see it, I buy it” describes me”.  
5. “Buy now, think about it later” describes me. 
6. Sometimes I feel like buying things on the spur-of-the-moment. 
7. I buy things according to how I feel at the moment. 
8. I carefully plan most of my purchases*. 
9. Sometimes I am a bit reckless about what I buy. 
Response format: 1 strongly disagree; 5= strongly agree 
 




3.5 Ethical considerations 
In this study we have followed all practices of good research as well as 
achievable. All participants gave an informed acquiesce which had to be read and 
agreed before taking part in the study. The consent was made brief but informative 
so the participants could actually read it. The data was gathered anonymously and 
handled safely as data protection is fundamental part of great scientific research. Only 



















In this section we demonstrate some descriptive statistics and demographics 
of the data in order to illustrate the sample of the survey. Additionally, we present the 
main findings of this study by checking all hypotheses one by one.  
4.1 Descriptive statistics 
The total number of people who responded to the survey was 270. Before 
conducted the analysis, outliers were eliminated, hence the actual sample was 266 
responses as we mentioned before.  
Below are the main descriptive and demographic statistics of the data. Social 
media demographics can help build up marketing personas by giving a better 






















The graph below illustrates that is a little over representation of female 
respondents. This distribution may be due to the fact that most of my friends on social 
media are females. This may affect the results. Only 3 respondents preferred not to 
say about their gender. Moreover, studies show that females are more likely to use 
social media than males (Hargittai & Hinnant, 2008). Based on the discoveries our 
sample matches the expected outcome. 
 
 
Table 9: Graphic illustration of the Gender distribution among participants. 
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Ages ranged between 18-54, as the graph shows 73.3% of the questioners 
were between 25 and 38 years old. Only 11.7% were between 18-24 and 15% of the 
questionnerss were among 39 and 54 years old. The results were expected as my 






Table 10: Graphic illustration of the Age distribution among participants 
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The graph below shows that most of the sample is well educated as 38.7% of 
the respondents own a Master’s degree or Ph.D. and 40.6% of the respondents own a 









The graph below shows that from 266 respondents only 27 are unemployed 
despite the uncertainty of the times (pandemic-economic crisis). While 195 are 









The graph below shows that almost have of the sample (41%) are paid with 
the minimum wage (under 7.500-euro annual net income), 35.3% have over 10.000-








Table 13: Graphic illustration of the annual net income distribution among participants 
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The graph below shows that almost all the sample (94% of the respondents) 
are ambiverts. Ambiverts as the literature review stated before fall in the middle of 
the introvert/extrovert continuum. Only 9 respondents are considered as highly 
introverted and 7 as highly extroverted. 
 Psychologist Carl Jung (1923) believed that the majority of people are neither 
highly introverted or highly extroverted. He stated also that even near the middle of 
the spectrum, most of the people are leaning on one way or the other.  
Term also coined in the 40s by psychologist H. Eysenck and later by Adam 
Grant, Wharton professor that stated that ambiverts are neither an extrovert nor an 
introvert, but exhibit both characteristics depending on the situation. True ambiverts 
are rear (introvertdear.com, 2020) and as our statistical analysis later shows, in our 
sample the are no pure ambiverts. 
 















The graph below shows that 34.6% of the respondents are spending 1-2 hours 
daily on social media, 26.7% are spending 30-60 minutes, 18.4% are spending 2-3 
hours, 12.8% are spending more than 3 hours and only 7.5% are surfing less than 30 
minutes on social media. The sample shows that the respondents are no so much 




Table 15: Graphic illustration of the time participants spend on social media 
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The graph below shows that 75.6% of the respondents have low impulsive 






Table 16:  Graphic illustration of impulsive buying tendency levels 
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4.2 Analysis of the relations between social media use, levels of introversion 
- extroversion and impulsive buying tendency 
 
After data was collected it was exported from Google docs to SPSS. We began 
the analysis by cautiously observing the whole data in order to detect outliers. Outliers 
were detected and excluded and procced in reliability tests as we stated before. Then 
we continue with the testing of the hypotheses that occur from the literature review 





H1: There is a correlation between impulsive buying tendency and levels of 
introversion-extroversion. 
H2: There is a correlation between the time someone spends on social media and the 
levels of introversion-extroversion 
H3: There is a correlation between frequency of posting on social media and levels of 
introversion-extroversion. 
H4: There is a correlation between the annual net income and the time someone 
spends daily on social media. 
H5: There is a correlation between the annual net income and the impulsive buying 
tendency. 
H6: There is a correlation between impulsive buying tendency and the time someone 
spends on social media. 





To check if there is a correlation between 2 category variables, the x2 control will be 
used. 
Condition (*) 
For this test to be reliable, the expected values of each cell must be greater than 5 or 
at least a very small percentage of them must not reach this condition. 
In case one or more cells have an expected frequency of less than 5, we will construct 
2X2 correlation tables and use Fisher precision control. 
Note 
• All statistical tests are performed at a significance level a = 5% 
• If p-value> a We accept Ho 
















▪ 1st Hypothesis 
 
In the first hypothesis, it is investigated whether levels of introversion-extroversion 
are related to impulsive buying tendency. As shown in the following table, 2 cells do 









Table 17: X2 control check 
Table 18: Chi-Square Tests 
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The most appropriate control for such cases is the precise control of Fisher. 
The X2 procedure, however, calculates Fisher precise control only for 2X2 correlation 
tables. For this reason, we must create 2X2 relevance tables. This will be achieved by 
grouping the categorical variables.  
So, we have: 
Variable grouping Introversion Scale A13*).  
The new categorical variable has been grouped according to the level of 
introversion-extroversion. More specifically, we will construct a new variable, which 
will consist of two subgroups. In one subgroup will belong the respondents who are 
High in Extroversion & Ambiverts with Extrovert tendency, those who have a score ≥ 
36 and in the other subgroup will belong the High Introverts & Ambiverts with 
Introvert tendency, score <36 *. 
* As mentioned above on the method, those who belong to space [24, 48] are 
considered ambivert, after researching the database, it showed that the largest 
number of respondents belong to the limits of the space. This means that there are 
no purely ambivert individuals but they have a tendency either to the left (introvert) 
or to the right (extrovert). Therefore, without harming the generality, we consider ((24 
+ 48)) ⁄2 = 36 as a reference point and the groups are divided accordingly. From now 
on the new variable is called A13*.  
Variable grouping Impulsive buying tendency C10*). 
The new categorical variable has been grouped according to the marks that 
each answer gives in the 5-point Likert Scale: 1 for strongly disagree, 2 for disagree 3 
for neutral, 4 for agree and 5 for strongly agree. From the above a person in the 
impulsive buying tendency scale can at least earn from the 9 statements, 9 marks, 
(1X9=9) and max 45 marks (5X9=45), so the mean is [9+45]/2=27. Hence, in one 
subgroup will be those that score < 27 that means they have low impulsive tendency 
and the other subgroup will be those that score >27 that means they have high 
impulsive tendency. From the results none were on the middle of the scale with score 


























Table 19: 2x2 relevance table 
Table 20: Fischer’s Exact Test 
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From the above tables, we see that the condition (*) is met, so based on 
Fisher's exact control, it is observed that p-value = 0.000 <α = 5% (we accept H1), 
hence there is a statistically significant correlation between scale of introversion and 
impulsive buying tendency. 
The following diagram shows the distribution of impulsive buying tendency 
according to levels of introversion-extroversion. More specifically, we see that those 
who are low in the impulsive tendency scale tend to be introverted, while those who 






Figure 1: Introversion- Extroversion / Impulsive buying tendency correlation. 
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▪ 2nd Hypothesis 
In this hypothesis it is investigated if there is a correlation among daily social 
media use and levels of introversion extroversion. In the next table is observed that 




















appropriate control for such cases is the precise control of Fisher. The X2 procedure, 
Table 21: X2 control check. 
Table 22: Chi-Square tests 
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however, calculates Fisher precise control only for 2X2 correlation tables. For this 
reason, we must create 2X2 relevance tables. This will be achieved by grouping the 
categorical variables.  
 
Variable grouping of the categorical variable B4*) How much time do you spend on 
social media on an average day? 
The new categorical variable has been grouped according to the hours a 
person spends daily on social media. More specifically, we will construct a new 
variable, which will consist of two subgroups. In one subgroup, named Less than 2 
hours, will belong the respondents who spend less than two hours a day on social 
media (i.e.  the one who answered: Less than 30 minutes, 30-60 minutes and 1-2 hours 
in question B4). While the second subgroup, which will be named More than 2 hours, 
will consist of those who spend more than two hours a day on social media (i.e., the 
one who answered: 2-3 hours and 3+ hours). 
 














Therefore, from the table Chi-Square Tests, it is observed that p-value = 0.480> 
α = 5% (we accept Ho), that means that the time a person spends on social media 











Table 24: Fischer’s Exact Test 
47 
 
▪ 3d Hypothesis  
In this hypothesis it is investigated whether there is a correlation between the 
levels of introversion-extroversion and the frequency of posting on social media. As 
you can see in the next table 66.7% of the cells do not meet the condition (*), which 











Table 25: 3rd hypothesis X2 control check 
Table 26: 3rd hypothesis X2 test 
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As mentioned above, the most appropriate control for such cases is Fisher's 
precise control. The X2 procedure, however, calculates Fisher precise control only for 
2x2 correlation tables. For this reason, we must create 2X2 relevance tables. The one 
variable that we will use is the A13* from the Introversion Scale, which we had 
constructed previously and then we will construct a new variable for “How often do 
you post on social media?". 
 
Variable grouping of the categorical variable B5*) How often do you post on social 
media? 
The new categorical variable has been grouped according to how often a 
person makes a post on social media. More specifically, one subgroup will be named 
Occasional users and will belong to the respondents who answered, Never & 
Occasionally to the question. While the second subgroup, which will be named 

























From the above tables, we see that the condition (*) is met, so based on 
Fisher's exact control, it is observed that p-value = 0.011 <α = 5% (we accept H1), 
hence there is a statistically significant correlation between how often a person posts 
on social media, with the levels of introversion-extroversion he belongs to. 
 
The figure below, shows that those who do not often post on social media 
tend to be introverted, on the contrary those who post more frequently tend to be 
extroverted. 
Table 28: 3rd hypothesis Fischer’s Exact Test 
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▪ 4th Hypothesis 
 
In this hypothesis we investigate whether there is a correlation among the annual 
net income and the time someone spends on social media. From the next table, we 
see that only 1 cell (6.7%) has an expected value below 5. Therefore, because the 





























Then from the table Chi-Square Tests, it is observed that p-value = 0.0 <α = 5% (we 
accept H1), therefore a person's annual net income is related to the time spent on 
social media. 
The following chart shows the allocation of the questionnaires based on their 
income related to the time they spend on social media. The majority of the 
respondents use social media in moderation. Slightly over 60% of the respondents use 
social media between 30 minutes and 3 hours. Only 7% of the respondents are using 
social media less than 30 minutes while almost 13% use them for more than 3 hours. 
In addition, the 18% tends from moderate to heavy use.  
For each of the time variables we observe the following: 
Among light users (use social media less than 30 minutes) we observe that 
almost no one belongs in the tier of “under 7500 euro”. The majority of the 
respondents belong in the “over 10000 euro” tier.  
On the contrary, among respondents that belong to the range of “moderate 
to heavy users” and “heavy users” (use social media more than 2 hours) we observe 
the opposite. The higher percentage in this range belongs to the “under 7500 euros” 
tier. From the above, we can understand that people on low incomes tend to use 
social media heavily and vice versa.  
 
 




Figure 3: Time spent on social media / Annual net income status correlation 
 
In the moderate usage range, we observe that the higher percentage belongs 
to the high income. Moreover, there is an upward trend for respondents that belong 
to” high income” which climaxes at the range of 1-2 hours of use. Then there is a sharp 
downward trend.   
 
Hence, we come to the conclusion there is a negative relationship amid the 





















▪ 5th Hypothesis 
In this hypothesis it is investigated whether the annual net income is correlated 
with. From the next table, we see that all cells meet the condition (*). Therefore, X2 


















Then from the table Chi-Square Tests, it is observed that p-value = 0.975> α = 5% 
(we accept Ho), therefore a person's impulsive buying tendency does not depend on 
his annual net income. 
Table 31: 5th hypothesis X2 control check 
Table 32: 5th hypothesis Chi-square test 
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▪ 6th Hypothesis 
In the last hypothesis we investigate whether there is a correlation among 
impulsive buying tendency and the time someone spends daily on social media. 
From the table below we can observe that only one cell (10%) has an expected value 
































Then from the table Chi-Square Test, it is observed that p-value = 0.353> α = 
5% (we accept Ho), therefore, a person's impulsive buying tendency does not depend 













Table 33: 5th hypothesis chi square test 
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5.0 Discussion and conclusion 
 
In this section, the main findings and conclusions are summarized and 
discussed in the light of previous researches.  
The main purpose of this study was to examine the role of personal traits (level 
of introversion-extroversion) on social media use and impulsive buying tendency. The 
literature review indicated a lack of research that examined these three relationships 




5.1 Discussion  
 
Hypothesis 1 was investigated if there is a correlation between introversion – 
extroversion and impulsive buying tendency.  
In line with the findings of this study extroversion has a positive impact on 
impulse buying tendency. Turkyilmaz et al., (2015) and Tsao and Chang (2010) with 
their studies confirm that extroverts have higher impulsive tendency. Individuals 
having this trait are excitement seekers, excited and are craze to explore new things. 
Therefore, they lower their self-control leading to impulsive buying (Rook & Fisher, 











Hypothesis 2 examines the correlation between the time someone spends on 
social media and their level of introversion or extroversion.  
The outcome from the statistical analysis reveal that the time spent on social 
media does not depend on personality traits. The results contradict the claims of Tsao 
and Chang (2010), Seidman (2013), Hall (2005), Dhar and Jha (2014), Harbaugh (2010), 
Amiel and Sargent (2004), Pittman (2018) and Butt and Phillips (2008).  
Literature supports that personalities correlate with social media use and 
often heavy social media users are tend to be extroverts. On the other hand, Moore 
and McElroy (2012), Orr et al. (2009) and Valkenburg and Peter (2007) state that 
introverts spend more time on social media. This unforeseen result may occur due to 
the fact that the sample of this study has different demographics than the other 
studies and respondents are no so much heavy users.  
The current study was conducted with the majority of the sample being 
ambiverts. Ambiverts have both an extroverted side and an introverted side, with one 
being more dominant than the other. Hence the different result gives added value and 
makes it important as study. It stimulates further study of the correlation among 
personality traits and impulsive buying tendency in the bases of social media use.  
 
Hypothesis 3 examines the correlation among the frequency of posting on 
social media and the level of introversion-extroversion.  
The results from our study indicate that social media users who post more 
frequently on Social Media tend to be extroverts, while those who do not, tend to be 
introverts. 
 In line with these results are Harbaugh (2010),  Amiel and Sargent (2004), 
Asendorpf and Wilpers (1998), Brooks (2015) and Tsao and Chang (2010) from 
literature review. They support that extroverts upload more content and engaging 
more on social media. Moore and McElroy (2012) also in their paper state that 





Hypothesis 4 was investigated if the time that a person spends on social media 
and his annual net income correlates. 
The analysis has revealed that lower income participants are spending more 
time on social media compared to the upper- and middle-income level participants. In 
addition, there is significant upward trend that shows that upper income participants 
use social media more and more, up to the top tier of “1-2 hours”.  
An interesting point about this connection arise as the findings are not 
supported by the study of Grand (2015) that states that lower income participants 
demonstrated less use of social media compared to upper- and middle-income level 
participants and the research of Hruska and Maresova (2020) that reveal that higher 
income results in more social media use.  
The discord between the results of previous studies and the ones of the 
current study because may lie on the relatively small sample that did not allow 
diversity. Also, because lower-income individuals are more enthusiastic about the 
communication and affiliate opportunities that social media gives. In contrast upper-
income individuals are focusing on the economic prospects offered by social media 
and display a critical posture that force them to limit their social activities on these 
networks (Micheli, 2016).  
Moreover, this research only studied the individuals net income opposed to 
Hruska’s and Maresova’s study (2020) who examined household income and that may 
have led in different results. The discrepancy of the results from past studies in 
relation to this study supply researchers with a vexing insight that social media use 









Another interesting finding from the current study came from Hypothesis 5 
that was investigated, if there is a correlation among impulsive buying tendency and 
annual net income.  
The results showed that impulsive buying tendency does not depend on a 
person’s annual net income. This unexpected outcome, comes to contradiction with 
the findings of Hoch and Loewenstein (1991) that income plays an important role as 
suspend customers urge and in spite of highly impulsive buyers do not concede. 
Moreover, it comes to contradiction also with the study of Wells et al. (2007) that 
state impulsive buying tendency has a positive correlation with income.  
This study has been conducted under new circumstances that may explain the 
different outcome. Covid-19 has transformed the commerce and consumer’s 
psychology as all purchases have been transferred in the online environment and 
consequently the buying behavior has been affected. By way of explation, every 
purchase is now online purchase. In parallel, people are kill more time at home and 
that seem to lead to impulsive buying behavior (Iyer et al., 2020; Crabbe, 2020). 
 Due to the restrictive measures the options that people have to derive 
pleasure have been reduced in the buying process. According to a survey of Slickdeals 
conducted by OnePoll found that 72% of the respondents are purchase something 
impulsively amid the pandemic because has positively changed their state of mind. 
Matteo et al. (2020) added that impulse buying could help people deal with 
pessimistic emotions and negative mental cogitation. Similarly, the fear of “empty 
selves” that occur because of the pandemic has led to an impulsive panic buying 
behavior, of buying necessary and non-necessary items (Iyer et al., 2020). Impulsive 
behavior can be seen across a wide price range of products (Cobb & Hoyer, 1986; Rook 
& Fisher, 1995)  
Lastly according to a survey by Harris Poll, impulsive buying behavior has a 
foundation in customers childhood. The way people grew up influences the way they 
handle money and shapes their financial habits. So, if in their home used to spend 
money and buy impulsively, now as adults they will have the same tendency 
regardless their financial status (Konish, 2019) 
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To sum up, the aforementioned may be viewed as explanatory factors to the 
shift of the relationship between impulsive behavior and the annual net income. Thus, 
people are prone to impulsive buying regardless their economic capacity.  
Hypothesis 6 examines the correlation between impulsive buying tendency 
and the time someone spends on social media.  
The results showed that impulsive buying tendency does not depend on the 
time spend on social media. Despite the fact that there is a link amid social media and 
impulsive buying tendency, there is not a sufficient research that examines this 
relationship. Few studies have integrated impulsive buying tendency in social media 
and little is known yet.  
The literature review supports that social media can boost impulsive purchases 
and influence the shopping process. Studies by Donovan and Rossiter (1982)  and 
Heilman et al. (2002) have indicate that the more time someone spends in a shop the 
greater the possibility of impulse purchase. This may occur since the more a customer 
is remaining in a store, the more is exposed to stimulus (Heilman et al., 2002). But 
these researches refer to brick and mortar stores.  
Social media is one big signboard for impulse buying. Everywhere you scroll 
there is something you can buy. Perhaps time is not a determined factor for impulsive 
purchases. Aragoncillo and Orús (2018) states that impulsiveness on purchases 
depend more on personal factors regardless the sales channel they are made. 
Moreover, this study was conducted under the new demanding circumstances of 
Covid-19 pandemic.  
Working from home and social distancing has led people to become more 
heavy social media users (Nabity-Grover et al., 2020; Brough & Martin, 2020) whereas 
has influence their purchasing behavior (Brough & Martin, 2020; J. Carlson et al., 
2018).  Naeem (2020) also supports in his study that impulsive buying behavior during 
the pandemic may occur despite marketing efforts and social media engagement 
because of the fear that cause.  The above mentioned may explain why impulsive 






5.2 Validity and reliability 
 
When considering the quality of the measures utilized in this study, reliability 
and validity of the scales and measures must be examined. In this paper most of the 
measures were standardized and had been utilized in various researches.  
The introversion scale was developed by Mccroskey (2007) and the questions 
were drawn from Eysenck’s work. The impulsive buying scale was developed by Rook 
and Fisher's (1995) and Eysenck et al. (1985) from paper “Normative influences on 
impulsive behavior”. 
The best way to measure social media use would be to get access in the data 
of actual use. Unfortunately, this is not possible, since we do not have access to this 
kind of information. Hence, social media use was measured with the help of the study 
of Chu and Kim (2011) “Determinants of consumer engagement in electronic word-of-
mouth (eWHOM) in social networking sites”.   
Reliabilities of all scales were also examined by calculating the Cronbach Alpha 
from the measures. All scales were found to be reliable. In addition, in order to be 
reliable, the analysis the responses had to be sufficient. Mainly, a good number of 
respondents took part in the study (N=270) as we used the formula of N>50 +8m to 
determine the sample size (Tabachnick & Fidell, 2013). The sample was enough so 











5.3 Limitations of this study 
 
There were many challenges to overcome while doing this survey, all of which 
offer opportunities for further research. One limitation was the method that was used 
in order to recruit the sample. The sample was not gathered randomly, so they did not 
have the same possibility as any Greek Social Media adult user.  
A different limitation may have been that the questionnaire was relatively 
lengthy and may have affect the interest of the respondents but check questions were 
used to confirm that respondents were indeed reading the questions.  
Further, to ensure the reliability of the results before the statistical analysis 
outliers were excluded. Moreover, despite my interpretation some respondents may 
have confused while answering the survey as the questionnaire had as prerequisite 
participants to be fluent in English.  
Additionally, this study relied in self-reported measures of perception which 
have the potential to not reflect the actual behavior and the usage patterns. 
Furthermore, because of the cross-sectional nature of the study the data was 
gathered in one specific time and not frequently over a long extent of time from the 















5.4 Suggestions for future research  
 
The amount of social media services is increasing annually and people utilize 
these services for different reasons. Due to this development, we propose for future 
study to examine more aspects of social media behavior. Moreover, in this study all 
questionnaires were social media users, for future research it may be interesting to 
study the same topic with data from non-social media users and compare the outcome 
with this study. We could get interesting insights about the effect of social media.  
When considering the designing of a social media or the evolution of the 
current ones, it is essential to consider the uniqueness off each user. A suggestion 
therefore could be to study more personal characteristics so we can link them with 
social media use and impulsive buying tendency like openness and measure 
introversion – extroversion with bigger scales.  
Social media behavior is an ongoing process that evolves continuously. There 
are many influencing factors that need to be exposed. Further research is required so 
we can fully understand the size and the length of this phenomenon.  
Lastly, with regards to future research different nationalities or bigger sample 
could be represented so we can compare the results and get a better estimation and 
conduct the same research in different points in time.  
As stated before, no research on this topic could be found when constructing 











5.5 Managerial implications and conclusion 
 
About 60 % of the world’s populace is online and more than half will utilize 
social media by the end of the year (wearesocial.com). Approximately three-quarters 
of the world’s internet users aged between 16 and 64 will buy something online every 
month (GlobalWebIndex.com). Subsequently, social media analytics is the perfect 
business investment as it gives to businesses higher ROI and help them better 
understand the potential consumer or market’s trends. In addition, shedding light on 
the behaviors that drive profit is essential, as there endless micro-moments involved 
in customer’s digital path to shop. 
Comprehending personality can derive conclusions about consumers 
preferences and habits. This can be beneficial if you think it can be applied in new 
products, branding or advertising. Hence, it is easy to understand how leveraging our 
study is.  People are been attract by things that reflecting their personalities and by 
brands that mirror the way they are (Munteanu & Pagalea, 2014). So, it is crucial to 
implement marketing projects that are based on different personality traits.  
Expeditious change is the new routine and decisions have to be quick. The 
incidents of spring 2020 have shift the economy upside down since more people start 
to work from home and devote more time online, accordingly marketers have to 
adjust (Johnson, 2020). They cannot any more depend on past presumptions and 
information about their customers, so understanding a customer’s behavior is crucial. 
In the same context, the present research study the current market landscape as the 
data was gathered after the onset of the pandemic and therefore this work is up to 
date.  
A managerial implication that this paper recommends is derived from the 
discoveries. Users who post often on social media are tend to be extroverted and 
consequently have high impulsive tendency. Marketers who intent to supply services 
to those users on Social Media, may use this concept to set up retail frameworks and 
form targeted marketing messages to stimulate impulsiveness. These marketing 
tactics can be more effective to them. For extrovert customers that seek adventures 
and excitement, marketers can form a more interesting setting in which they can 
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demonstrate their goods and could potentially lead to impulsive buys. Another insight 
from this paper is that impulsive buying tendency does not depend on annual net 
income, so marketers can use it for better segmentation of their target audience. In 
addition, social media and websites should be designed to stimulate online shoppers’ 
impulsiveness depending on different factors than income. The design should provide 
enjoyment and urge their tendency.  
Moreover, an important and unexpected finding of this paper is that the time 
used on social media does not correlate with personal traits or impulsive buying 
tendency.  By understanding this, businesses can find better ways to target customers 
so they can improve brand awareness, expand into new markets and obtain quality 
feedback. In addition, with this knowledge they can cut down their enormous 
marketing budgets and focus on less but more in quality marketing efforts. It can be a 
competitive advantage for them.  
Traditional approaches to customer segmentation will become obsolete. 
Consumers exhibit hybrid behaviors and the boundaries between segments are 
becoming blur. Thus, segmentation models based on socio demographics, past 
research and purchase patterns will no longer be effective. Retailers need to take a 
more scientific approach that is based on data, research and context (Criteo.com). 
In addition, this paper offers managerial implications for policy makers and 
consumers too. It is advantageous for customers to comprehend that their impulsive 
buying tendency can be predict and supervised by exigency. However, higher buying 
tendency may also lead to problematic behaviors therefore there is a need for policies 
to protect such consumers and warn them about their behavior.  
Users social media behavior remains an untapped source of information to 
catalyze also policy making. There is a demand for new analytical instruments for rapid 
and real time information due to the complicatedness of the problem’s citizens are 
facing (Yeung, 2018). 
Authorities are now apprehending the necessity of social media for regulatory 
purposes and government interventions so the society can be benefit. Useful insights 
will assist in the governmental  process (Spacek, 2018). 
Insights from this study can be useful to decrease inequality, to define 
regulations, eliminate information asymmetries and protect the vulnerable digital 
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consumer. It can enable them to gauge the public opinion and anticipation of new 
policies too.  
In conclusion, the greater comprehension of impulsive buying tendency might 
help both marketers, consumers and policy makers. For marketers finding ways to 
develop an appealing advertisement to boost consumer’s impulsive tendency can lead 
to streams of revenues for businesses. On the other hand, impulsive buying tendency 
could become problematic and lead to debt (Wood, 1998). Therefore, these insights 
can reveal warning signs of problematic excessive buying behaviors and policy makers 
can protect consumers by redefine laws and policies. Moreover, the understanding of 
individuals personality may lead to a more tailored policy that can be more effective. 
The findings can be used as a public engagement “tool” that will allow a two-way 
dialogue among the interested parts. Lastly, they can be used by governments to 
support the development implementation and evaluation of government’s policies. 
Hopefully the results within this study will be the basis for a more robust 
understanding of how Introversion – Extroversion affect social media use and 
impulsive buying tendency. Additionally, the findings of this study may grant a path 
for the prediction of impulsive buying behavior.  
There are still many important questions to answer but we have shown how 
exploiting personality traits on the bases of social media use and impulsive buying 
tendency can be beneficial for many fields including psychology, marketing, human 
computer interaction and even policy making. Overall, this study adds value to existing 
literature and help construct an infrastructure for further research of these and other 
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